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Abstract 
The present dissertation was written as part of the MSc in Hospitality and Tourism 
Management at the International Hellenic University and aims at revealing the role of 
Social Media in the tourism Sector and to examine the impact of Social Media when 
they are used as communication tools by the management of a hotel and whether they 
truly have the power to change the way visitors choose, think and behave. Afroditi 
Venus Beach Hotel and Spa was used as a Case study. Specifically TripAdvisor 
reviews on the hotel were read and analyzed. Results revealed that Social Media are 
used by visitors in order to decide on their accommodation. Also, managers can use 
Social Media comments in order to understand the way visitors think and behave and 
develop services and strategies that will lead to satisfied and loyal customers.  
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1. Introduction  
Tourism is a very important activity that is developing the last decades. People find 
travelling a way to relax, meet new cultures and enjoy new experiences. From a 
business point of view, tourism has become an important sector of the economy that 
contributes in the development of the destinations.  For Greece, it represents one of 
the most important industries, providing labor opportunities, huge revenue streams 
and very high percentage to the GDP of the country. 
On the other hand, social media across the world are known to have the ability to 
shape and alter opinions for various issues. Social media is a relatively new way of 
communication with a lot of advantages. It is an affordable means in terms of cost, it 
is viral and has the potential to spread brand awareness quickly and far and it is said 
to be able to develop link baits, attention and massive amounts of traffic to websites. 
The last decade, social media have proven to be very important for the tourism sector 
in general. Perhaps, more than in any other sector of the industry, hotels are trying to 
understand this more so that they can shape their marketing strategy accordingly. It 
seems that Social Media make consumers to have a lot more power than they did ten 
years ago. 
The aim of the present dissertation is to describe the role of Social Media in the 
tourism Sector and to examine the impact of Social Media when they are used as 
communication tools by the management of a hotel and whether they truly have the 
power to change the way visitors choose, think and behave. The research questions 
that were developed in order to fulfill the above mentioned aim are the following: 
- Are Social Media important in decision – making when it comes to hotels? 
- How can Social Media help a company understand customer behavior? 
- How can managers use Social Media in their interest? 
The dissertation is structured as follows. First, a literature review is conducted. Some 
general data on tourism in Greece are provided and then the role of Social Media in 
the touristic Sector is discussed. Specifically, the terms “Social Media” and “Social 
Networking” are presented and analyzed. Then previews research on the role and 
importance of Social Media in the Tourism Sector is presented both form the visitors’ 
and managers’ perspective.  
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In the third chapter, research methodology is presented. Empirical research, using the 
Case Study strategy, was conducted in order to answer the research questions. In fact, 
data from TripAdvisor reviews about Afroditi Venus Beach Hotel and Spa were 
gathered and analyzed and are compared with previous studies results.  
The next chapter is about the research results. After the classification of the collected 
data, an analysis was realized in order to explore / analyze different aspects of the 
subject and answer the research questions. The analysis was also used to find out 
whether there are any patterns in the review process from the visitor’s side, how 
quickly does the hotel answer the reviews, how do they respond in positive and 
negative reviews and if there is any difference in their responses. All these also 
contribute to the research aim, since they are tightly related to the impact of Social 
media in the Tourism Sector and especially to the management of a Hotel, as well as 
the power Social Media have on visitors’ way of thinking, behaving and finally 
choosing a hotel. 
Last, conclusions and further suggestions are presented. 
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2. Literature Review  
2.1 Tourism in Greece 
Tourism represents an activity that is widely developed since the 20th century, 
especially by western countries’ inhabitants.  According to one of the first definitions 
on tourism, which was provided by Hunziger & Kraft, “tourism refers to individuals’ 
transportation to a specific place – called destination – and their staying there for a 
specific period of time. This activity should not have a permanent character or aim at 
earning money”. According to the World Tourism Organization, “Tourism is a social, 
cultural and economic phenomenon which entails the movement of people to 
countries or places outside their usual environment, for personal or business / 
professional purposes” (UNWTO, 2019). 
Tourism is highly connected to several human activities like transportation, food, 
entertainment and accommodation. Especially in Greece, tourism represents a basic 
element of financial development and contributes in a substantial degree in the 
country’s GDP. This is mainly due to the fact that Greece is a beautiful country, with 
natural beauty and cultural heritage. In fact, since 2000, tourism in Greece 
demonstrates a constant increase in terms of number of tourists and revenues. Figure 1 
below, demonstrates the basic figures for Greek Tourism for 2018, as they were 
reported by SETE, the Greek Association of Enterprises that are directly connected 
with the touristic product.  
Basic figures for Greek Tourism, 2018 
Total Contribution to GDP 30.9% 
Total Contribution to employment 25.9% 
Total employment 988.600 employees 
Revenues from incoming tourism 15,6 billion euro (cruises’ revenues 
excluded) 
Arrivals of non-Inhabitants 30,1 million people (cruises’ arrivals 
excluded) 
Average expenses per capita 520 € (cruises excluded) 
Seasonality   54,8% of arrivals are realized between 
July and August 
Table 2-1: Basic figures for Greek Tourism, 2018, Source: (SETE, 2019) 
As far as the ways that tourists are informed on their destination, internet represents 
the main source of information, since, more than 80% of tourists that visit Greece are 
informed through internet sources (social media, internet sites etc), (INSETE, 2018). 
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2.2 Social Media and the Tourism Sector 
Even though tourism is highly developed in Greece, competition in the field is high 
and it is important for Greek enterprises to find ways to attract tourists and create 
loyal and satisfied visitors, who will come back and will recommend Greece as a 
desirable and worth visiting destination.  
Internet has become the most common means of communication between people. 
People use it to talk to each other, exchange views and opinions, make purchases, 
search for products and services. Tourism is an industry mainly based on 
communication and information sharing, thus it was highly influenced by 
technological development. In the tourism sector, internet is used both by tourist 
product providers and the tourist product receivers. For providers, internet is used to 
advertise their product, offer the opportunity to book accommodation, transportation 
and other touristic services. For travelers, internet is used to search for destinations, 
retrieve information on the quality of the touristic product offered, make comments 
and evaluate their experience.  
Since internet has become a main source of information, it is important for enterprises 
to establish a robust presence in all Social Media. Besides, Social Media have to 
distinct but highly relevant functions: they can be used by enterprises to promote their 
products and services, as well as by consumers (in the present case travelers) to 
decide on their destination and travelling details. The present study refers to both 
perspectives, the managerial and the visitors’ one, as far as Social Media are 
concerned.  
Below, a brief reference to Social Media is made, as well as their connection with the 
tourist industry. 
2.2.1 Social Media and Social Networking 
Social Media represent internet-based applications that enable users to exchange real-
time information. They are really powerful, since more and more people are using 
them on a constant basis. Facebook, Instagram and Twitter represent the platforms 
that are most commonly used. Also, a lot of blogs are created as well as YouTube 
Channels. Social Media represent a “set of social relationships that connects people 
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through the World Wide Web” (Constantinides, 2014). According to another 
definition, they represent “the collection of tools and online spaces available to help 
individuals and businesses to accelerate their information and communication needs” 
(Kaplan & Haenlein, 2010). They allow interaction among users and their increasing 
use has created a “community” of people who, through User Generated Content – i.e. 
videos, images, educational material – communicate virtually. For Xiang & Gretzel 
(2010) Social Media represent “forms of electronic communication” which enable 
users create communities on internet and share opinions, messages and all kind of 
information. They represent the means that connect, in a virtual way, people and 
groups that are associated in some way, e.g. through friendship, occupation, common 
ideas. 
Communities exist since the appearance of humans on earth and communication 
represents a very important aspect of human life. Every individual wishes to feel that 
he belongs to a community. Thus, social networking is an activity that is basic for 
humans and is expressed through talking face-to-face, but also through means of 
communication like the telephone or letter writing. Nowadays, technology provides 
the opportunity for more advanced ways of communication, like Social Media. Social 
Media have four basic characteristics that enhance their role as “social networks”. 
These characteristics are the following (Mangold & Faulds, 2009): 
Participation 
Participation is the characteristic that refers to the fact that anyone wishing to express 
their opinion, can participate in them. also, participation is not restricted by distance, 
thus people from places that are 1 mile or 1000 miles away can equally participate. 
Accessibility 
Social Media are accessible by anyone that has a device with internet access and is 
connected to internet. Also, apart from some communities which apply restriction, as 
far as accessibility is concerned, anyone can participate in in Social Media 
communication. 
Sociability 
As demonstrated by their name, “Social Media” allow people to socialize, exchange 
opinions and interact. 
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Connect ability 
Social Media, through the use of enhanced technology, are interconnected and enable 
the connection of multiple media. Facebook, Messenger, Twitter, Instagram can be 
connected with each other but also with other Media, like YouTube.  
 
 
Figure 2-1: Social Media Characteristics 
 
Social Media differ in many ways from websites, which also represent a way of 
communicating information on internet. They are more interactive and consumers 
prefer them. Specifically, the following features are those that make Social Media the 
new way of communication: 
General features: 
- They use new, multimedia, technologies in order to present they content  
- Their content is updated on a constant basis 
- The information that is shared through Social Media can be modified / added 
by users, not only administrators 
- News travel fast, without being “polished” first. In this way, good as well as 
bad feedback on products and services is shared immediately, in a transparent 
way 
SOCIAL MEDIA 
CHARACTERISTICS
PARTICIPATION
ACCESSIBILITY
SOCIABILITY
CONNECTABILITY
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Users’ features: 
- Users can share their Social Media activity content 
- Users interact (e.g. by following other users that share the same interests) 
- Users, through Social Media, tend to exchange and trust their own 
experiences, referring to products’ and services’ use, instead of just relaying 
on what companies promote 
Businesses’ features: 
- Social Media represent a tool that provides the opportunity to advertise their 
products and services in an immediate and consumer friendly way.  
- Social Media represent a low-cost promotional tool  
- The interaction realized between companies and consumers, provides 
companies the chance to better understand consumers’ needs and expectations 
- It is widely accepted that through Social Media, companies can enhance their 
band equity and reputation, as well as create loyal customers. 
Aichner & Jacob (2015) have also classified Social Media in several types in order to 
measure the degree of Social Media Use. These types are the following: 
- Collaborative projects, where users with common interests collaborate in the 
development of projects that, when completed, are available to the public. 
- Enterprise Social Networks that are available for employees of a company in 
order to interact, exchange ideas and communicate. 
- Forums where participants discuss on a particular subject. 
- Microblogs where online users can post texts containing up to 200 characters. 
- Photo sharing sites 
- Product / Services review sites where participants can evaluate products and 
services. They include TripAdvisor, that is the site that is used for the 
purposes of the empirical research of the present study. TripAdvisor offers the 
opportunity to travelers to write their comments on their experience with a 
business of the tourism sector. Also, people who wish to travel use 
TripAdvisor as a means of information, since they believe that genuine 
information, by those experiencing a situation, is preferable. It is indicative 
that in 2018 “it generated approximately 730 million user reviews and 
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opinions covering over 8 million listing tourism sector businesses and 
destinations” (Statista, 2019). 
- Social bookmarking is an activity where users collect social bookmarks, which 
are indicators for well-known websites, and save them in a centralized 
platform. 
- Social Gaming which includes several types of online games 
- Social Networks, where users with the same interests/ideas/worries 
communicate and exchange ideas. 
- Video sharing 
- Virtual worlds are platforms where on line users explore the virtual world by 
participating in virtual activities or games. Virtual software is also used by 
companies in order to simulate the production line. 
 
Figure 2-2: Social Media Types 
All the above mentioned media, apart from individuals, are also used by companies to 
accomplish different functions. Aichner & Jacob (2015) have investigated the ways 
companies use Social Media and results are presented on the following table, where 
the different corporate functions concerning Social Media are presented, along with 
the importance attached to each function.  
SOCIAL 
MEDIA 
TYPES
COLLABORATIVE 
PROJECTS
ENTERPRISE 
SOCIAL 
NETWORKS
FORUMS
MICROBLOGS
PHOTO 
SHARING
PRODUCT/SE
RVICES 
REVIEW SITES
SOCIAL 
BOOKMARKING
VIDEO 
SHARING
VIRTUAL 
WORLDS
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Figure 2-3: Importance of Social Media for different corporate functions, source: Aichner & Jacob 
(2015, p.262) 
 
Taking all the above under consideration, it is understood that Social Media have 
changed the way consumers search, find, share, trust and exchange information on 
internet and are used to support decisions related to consumers’ buying behavior. 
Thus, companies have to follow this trend and engage in the Social Media world. In 
fact, they don’t just have to create accounts on Social Media, but they need to 
constantly update the information and interact with consumers on a regular basis. 
Consumers that use Social Media are accustomed to a new, fast way of 
communication and –when they post messages and/or requests – they expect 
immediate (up to a day) response (Aichner & Jacob, 2015). The present research 
contributes to the investigation of whether Greek tourist businesses, like hotels, 
answer reviews in an immediate and appropriate way, as well as whether they use the 
information acquired by reviews in order to better understand consumers’ needs and 
expectations. 
 
2.2.2 Social Media and the Tourism Sector – Literature Review 
As shown above, Social Media has become a part of people’s everyday life and a 
basic means of communication. As a consequence, tourism is highly affected by 
15 
 
Social Media, since it is a service that in based on information. Every traveler, before 
deciding on a destination, wishes to learn more about the opinions available, the 
characteristics of a place, the services available, the way of transportation and a lot 
more. Besides, the touristic product is not like other products that the consumer can 
“try” or “change” if not appropriate. Thus, information is vital, and, since Social 
Media represent a basic Source of information and opinion exchanging, they are used 
by potential travelers. Specifically, the experiences of tourists that have already 
visited a place, as well as promotional activities of tourist industry enterprises 
represent ways that are used by potential travelers in order to get information.  
The importance and impact of Social Media on the Tourism Sector has been widely 
studied by researchers. Especially the importance of online reviews for both travelers 
and hotels represents a major issue, since online reviews - as mentioned above - 
represent a commonly used – and preferred – way of interaction. It is indicative that 
researchers consider reviews an electronically form of word-of-mouth which 
influences consumers, since they widely use them as sources of information (Gu et al, 
2012). For other researchers, the wide use of Social Media has turned people who 
register reviews “the new era travel opinion leaders”. Besides, travel reviews sites 
represent about one-quarter of Social Media sites (O’Connor, 2010). Reviews 
represent a very important source of information for consumers and businesses 
(managers) and they are also the data that are used for the purposes of the present 
study.  
Tourist industry offers both tangible and intangible services and it appeals most to 
travelers emotions, thus, interaction among consumers and opinion exchanging as 
well as on-line reviews are really important in the decision making process (Fotis et 
al. 2012). Furthermore, Almana & Mirza (2013) argue that travelers use reviews 
during the “evaluation” process and they are really influenced by them. In fact, when 
a hotel has negative reviews it is less likely for travelers to prefer it, and vice-versa. 
Varkaris & Neuhofer (2017) studied the way travelers make their hotel choice 
decisions as well as the extent to which Social Media influence the decision making 
process, specifically the “evaluation” process. For the purposes of their study they 
conducted 12 interviews with Social Media users / travelers that have used this means 
for making decisions on their holiday, using a semi structured questionnaire. Results 
were grouped in categories and helped the development of a “Hotel Consumer 
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Decision-journey through Social Media” model. Most important results include the 
following: 
- Consumers use Social Media and especially TripAdvisor and Instagram in 
order to get information about travelling. They also use Facebook, Twitter and 
YouTube, depending on the purpose of the search.  
- Consumers use a combination of more traditional sources (websites, word of 
mouth) with Social Media in order to find the desired information. 
- Through Social Media, consumers create a “bigger”, “more objective and 
authentic” picture that helps in their decision process. 
- Consumers worry about the possibility of “fake” information shared on line, 
since “anyone can post anything”; nevertheless they trust Social Media, as 
they consider them “non-biased”. 
- The factors that make consumers choose among different options, as far as 
hotels are concerned, are the following: 
o Positive comments on Social Media, which are supporting to the final 
decision 
o Negative Comments on Social Media, which make consumers reject a 
hotel, unless the negative comment is about something considered 
insignificant by the consumer 
o No comments on Social Media, which leads consumers to think that 
“something is wrong” with the hotel, thus they have negative impact in 
the decision making procedure 
Varkaris & Neuhofer (2017), after having analyzed their results, they developed the 
following model as well as three “hotel decision-making scenarios”. 
17 
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Figure 2-4: The Hotel Consumer Decision-journey through Social Media” model & three different 
scenarios based on it, source: Varkaris & Neuhofer (2017, p. 15-16) 
 
The theoretical model and scenarios presented above can, according to Varkaris & 
Neuhofer (2017), be used by managers in order to realize the way travelers make their 
decision, in the evaluation stage, and try to develop strategies and offer services that 
enhance positive reviews. 
Duan et al. (2016) studied the impact of online user reviews to hotel service quality 
and performance. Specifically they used data of all customers’ reviews that were 
posted on the ten most popular review sites between the years 1999 and 2011, 
concerning 86 hotels in Washington DC. The sample consisted of 70.103 reviews. 
The authors used the sentiment analysis technique and measured service quality, by 
focusing in five major dimensions of service quality: tangibles, reliability, 
responsiveness, assurance, empathy. The table below lists the elements of each 
dimension.  
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Figure 2-5: Word/Term List for Topic Classification, source: Duan et al. (2015, p.287) 
According to their research results, these five elements have different impact in 
consumers; reviews. Tangibles seem to be very important for travelers and they have 
the major impact. Reliability has impact, as far as the positive reviews are concerned, 
whereas the negative reviews are not statistically important. As for responsiveness, 
only the negative reviews have a strong negative impact. Positive reviews concerning 
assurance have strong positive impact, whereas positive reviews have no impact. Last, 
reviews on empathy do not seem to influence travelers.  
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Zhao et al. (2015) investigated the way online reviews influence hotel booking 
intension of potential travelers. In fact, they studied the influence of six specific 
factors, which are listed below: 
- Usefulness, which is determine as “the degree to which consumers believe that 
online reviews would facilitate their purchase decision-making process”. 
- Reviewer expertise, which refers to the capability of the reviewer to offer 
correct and precise information and persuade. “Opinion leaders” is a widely 
used term for those that can positively and frequently influence people. 
- Timeliness, which refers to the information that has to be “current, timely and 
up-to-date”. 
- Volume, which refers to the number of comments that exist for a certain 
service or product. 
- Valence of reviews. The authors hypothesize that negative reviews influence 
consumers more than positive ones, since “bad news are faster spread” and 
consumers tend to pay attention to them. On the contrary, positive reviews can 
positively influence travelers who wish to book a hotel on-line.  
- Comprehensiveness, which refers to the degree at which the information 
offered, is detailed and complete.  
The researchers developed a questionnaire in order to investigate the factors described 
above and asked business travelers in Mainland China to fill it in. They gathered 269 
correctly filled questionnaires. According to their analysis results, usefulness, review 
expertise, volume, timeliness and comprehensiveness of reviews are positively related 
to online hotel booking. Also, as far as valence is concerned, Zhao et al. (2015) that 
negative reviews tend to be more important in decision making for online hotel 
booking. 
Al-Msallam & Alhaddad (2016), investigated the influence of Social Media, and 
especially hotel Facebook pages, by a managerial perspective. Specifically, their 
research was about the effect of Social Media Marketing in the Hotel Industry and 
tried to develop a conceptual model for developing an effective online community. 
First, the authors state that online communities have two kinds of members: those that 
participate and interact and those that just observe. Active members are those that 
help online communities grow and enhance products’ and services’ information. As 
far as the online tourism community is concerned, members try to find information on 
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traveling. Specifically, travelers’ needs are grouped in four different categories: 
functional, social, psychological, monetary and hedonic. Then the researchers 
developed a conceptual model, which is demonstrated below, in order to reveal the 
relationship between the above mentioned needs’ benefits of participating in online 
tourism communities, as well as the relationship between participation and brand 
commitment.  
 
Figure 2-6: Proposed conceptual model for development of an effective online community, source: 
Al-Msallam & Alhaddad (2016, p.5) 
The researchers developed a questionnaire, which participants could fill-in online. 
Participants had to be members of Facebook pages of a hotel brand. According to 
their research results, there is a positive relationship between four consumers’ benefits 
(functional, social, psychological and hedonic) and participation in online 
communities, whereas monetary benefits were not important for participating in 
online communities. As for brand commitment, the researcher found that there is no 
positive relationship with online participation. According to Al-Msallam & Alhaddad 
(2016) this is probably due to the fact that brand loyalty and commitment are strongly 
related to the frequency of online participation. Besides, members of hotels’ Social 
Media can be characterized as non-consistent, since they mostly participate in online 
communities when they wish to fulfill specific needs on specific occasions; this 
behavior lowers the level of interaction between hotels and online users.  
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The above analysis provides the theoretical framework which is necessary for the 
empirical part of the present dissertation. Specifically, as it is presented in more detail 
in the methodology section, TripAdvisor reviews of visitors of Afroditi Venus Hotel 
are presented in order to analyze service quality as well as the Impact of Social Media 
on the hotel. For this purpose, the classification that  Duan et al. (2016) proposed -  by 
focusing in five major dimensions of service quality: tangibles, reliability, 
responsiveness, assurance, empathy - is used. 
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3. Research Methodology 
3.1 Methodology  
In order to answer the research questions and fulfill the present study’s aim, a 
research methodology is required. Specifically, the present dissertation research aim is 
to explore the impact of Social media in the Tourism Sector and especially to the 
management of a Hotel, as well as to investigate the power Social Media have on 
visitors’ way of thinking, behaving and finally choosing a hotel. 
The research questions developed are the following: 
- Are Social Media important in decision – making when it comes to hotels? 
- How can Social Media help a company understand customer behavior? 
- How can managers use Social Media in their interest? 
The methodology that is followed for answering the above mentioned aim and 
questions is described below. 
First, research philosophy has to be determined. Research philosophy represents the 
way that the author uses to approach the subject under investigation. In the present 
case, positivism was decided to be the most appropriate research philosophy. It is the 
philosophy that uses measurable data and real world facts. According to positivism, 
only what can be tested, can be considered to be true, something that is also the 
author’s belief. Also, in positivism, the research results are compared with theoretical 
background in order to be verified (Saunders et al., 2015). As far as the present 
research is concerned, data from TripAdvisor reviews about Afroditi Venus Hotel 
were gathered and analyzed and are compared with previous studies results. 
Then research design has to be decided. The author used the deductive approach 
through which the following steps were followed: 
- The research aim was set 
- Primary literature review was conducted first 
- The research questions were developed 
- Primary research, with measurable variables was realized 
- Answers to the research questions were provided 
Furthermore, the case study research strategy was chosen in order to realize primary 
research. Through the case study strategy, empirical research is realized – in the 
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present case empirical research concerns the collection and analysis of TripAdvisor 
reviews on Afroditi Venus Hotel. Also, the case study was chosen because it is a 
strategy followed when a modern issue that has impact on society is investigated (Yin, 
2003). Even if data can are measurable, the present case study – like generally the 
case studies – uses and analyses qualitative data in order to find answers to “how” and 
“why” Social Media affect the Tourism Sector and especially the management of a 
Hotel, as well as “how” and “why” Social Media affect visitors’ way of thinking, 
behaving and finally choosing a hotel. Besides, the case study strategy is used when it 
is not easy to distinguish the boundaries between the subject under investigation and 
the general framework. Thus, the impact of Social Media usage is studied by using a 
specific case – Afroditi Venus Hotel – as well as the general social trends. 
 The next step is about gathering and analyzing data. As already mentioned, data 
consist of TripAdvisor reviews on Afriditi Venus Hotel in Kamari, Santorini. Data 
were then analyzed using the Duan et al. (2016) classification of comments in five 
different categories, which are all related to service quality. These categories are the 
following: 
- Tangibles 
- Reliability 
- Responsiveness 
- Assurance 
- Empathy 
Also the elements that the researchers included in each category are used.  
After the classification of the collected data, an analysis was realized in order to 
explore / analyze different aspects of the subject and answer the research questions. 
Specifically, reviews are used to reveal: 
- Whether they are important in decision – making when it comes to hotels? 
- How can they help a company understand customer behavior? 
- How can managers use them in their interest? 
The analysis was also used to find out whether there are any patterns in the review 
process from the visitor’s side, how quickly does the hotel answer the reviews, how 
do they respond in positive and negative reviews and if there is any difference in their 
responses. All these also contribute to the research aim, since they are tightly related 
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to the impact of Social media in the Tourism Sector and especially to the management 
of a Hotel, as well as the power Social Media have on visitors’ way of thinking, 
behaving and finally choosing a hotel. 
The methodology followed is briefly described on the figure below: 
 
Figure 3-1: The research methodology pattern 
 
3.2 Ethical Considerations 
When conducting a research, ethical issues may arise and it is the author’s 
responsibility to insure that no such issues affect the research (Saunders et al., 2015). 
Ethical issues that apply to the present research methodology involve the following: 
- Use of individuals’ comments. The comments used were publicly released by 
their writers, thus they cannot be considered as confidential or sensitive 
personal data 
- Anonymity is preserved, since no personal data are used in the study, only the 
comments were used in the analysis 
- Environmental as well as animal protection issues are not relevant to the 
present study 
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3.3 Research Limitations 
Limitations refer the factors that may influence the quality of the final research result. 
The limitations that can be considered important, as far as the present research is 
concerned, are the following: 
- The author uses data only for one Hotel (Afroditi Venus Hotel) 
- The author uses only one source for gathering data (TripAdvisor) 
- The method used to analyze data is mainly descriptive 
The above mentioned limitations do not reduce the importance of the study since it 
contributes to the realization of the role of Social Media in the tourism sector, both for 
visitors and managers, something that really concerns the Greek society and economy. 
Besides, limitations can act as motivators for further research.   
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4. Presentation of Research Results 
4.1 The Case Study – Afroditi Venus Beach Hotel & Spa 
For the purposes of the present study, a specific Hotel was chosen, Afroditi Venus 
Beach Hotel and Spa, a four star hotel located at Kamari Beach, in Santorini Island, in 
Greece.  
Santorini is a famous Greek Island that hosts millions of visitors every year. Kamari 
beach is well-known for its black-sand beach and deep blue water. Also, the place has 
archeological interest, something that makes it even more attractive for tourists.  
The hotel offers a variety of room types. In fact it is complex of four different 
buildings. Specifically, guests can choose among the following options 
(afroditivenushotel, 2019): 
• Standard Double, which includes two twin beds, bathroom and private balcony 
or terrace. 
• Superior Double, which is larger than Standard and may have a double bed or 
two twin beds, bathroom and private balcony or terrace. 
• Junior Suite, which, apart from the amenities offered by the Superior Double 
room, has a seating area with a sofa. 
• Junior Suite with an outdoor Jacuzzi. 
• Suite, where there two different room, a bedroom – with a double bed – and a 
living room with a sofa that can be turned into a double bed-sofa for two 
children or an adult. 
• Maisonette, for families. There are two different rooms in two floors, each 
containing a double or two twin beds. 
• Executive Double rooms, which were renovated in 2017 and offer a modern 
design space with luxurious amenities, like the availability of Nespresso 
Machines and 32 inch smart TV. 
• Deluxe Double rooms, which were also renovated in 2017 and offer a unique, 
luxurious experience. They have Nespresso machines, private Jacuzzi and 
view over the Aegean Sea. Smart TVs are 42inch. Wine and fruits are offered 
upon arrival. 
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All the rooms offer the following standard facilities, whereas more luxurious rooms 
offer additional facilities (like smart TVs or the Nespresso machines): 
• Free WiFi  
• Free of charge air-conditioning 
• Closet 
• Refrigerator 
• Cable-Satellite TV 
• Pool towels 
• Daily cleaning 
• One bottle of water free of charge 
• Bathroom 
• Private balcony or terrace 
• Wake – up call service 
• Safe deposit 
 
The Hotel has the following restaurants and bars: 
• Mesogaia Restaurant. It is an a-la carte restaurant, in front of the beach, where 
food based in the Greek and Mediterranean cuisine is offered. The place is 
also available for several occasions, like weddings. 
• Buffet Restaurant, which is located by the pool and represents the main dining 
hall. Breakfast and dinner are served there, both in a buffet style, offering the 
chance to visitors to enjoy flavors from American, British and Greek cuisines.  
• The Pool Snack Bar, located near the central pool (the hotel has four different 
pools) offers the opportunity to enjoy drinks all day long. 
• Mesogaia Bar, which is located in the heart of Kamari, a very vivid area and 
visitors can enjoy drinks and light meals and desserts.  
 The Hotel also offers Spa facilities in the Venus Spa Wellness center, while visitors 
can organize their weddings and other celebration events there. 
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Figure 4-1: Photos of Afroditi Venus Beach Hotel and Spa, source: 
https://www.afroditivenushotel.gr/ 
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4.2 Tripadvisor reviews for Afroditi Venus Beach Hotel and Spa 
In order to proceed to the present dissertation’s empirical part, tripadvisor reviews 
were used. In fact there are 954 reviews that are divided as follows: 
Rating Number of reviews 
Very good 355 
Good 359 
Neutral  157 
Unsatisfactory 45 
Very bad 38 
Table 4-1: rating of reviews on TripAdvisor for Afroditi Venus Beach Hotel and Spa 
 
 
Figure 4-2: rating of reviews on TripAdvisor for Afroditi Venus Beach Hotel and Spa 
 
Very good, 355, 
37%
Good, 359, 38%
Medium , 157, 
16%
Unsatisfactory, 
45, 5%
Very bad, 38, 4%
Afroditi Venus Hotel Reviews on Tripadvisor
Very good Good Medium Unsatisfactory Very bad
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It is obvious that the vast majority of reviews are positive, since “very good” and 
“good” ratings represent the 75% of all reviews. Also, reviews are in several 
languages and the older ones are dated back in 2003. The author managed to read all 
of them since they were translated in Greek or English. The methodology followed is 
described below: 
Reviews were read by rating, this means that first “very good” and “good” reviews 
were read, then, “neutral” and last “unsatisfactory” and “very bad”. Then, for each 
group, comments were classified according to Duan et al. (2016) classification of 
comments in five different categories, which are all related to service quality. These 
categories are the following: 
- Tangibles 
- Reliability 
- Responsiveness 
- Assurance 
- Empathy 
Also, the analysis proceeded a step further and the author tried to reveal whether there 
are any patterns in the review process from the visitor’s side, how quickly does the 
hotel answer the reviews, how do they respond in positive and negative reviews and if 
there is any difference in their responses.  
Taking the above under consideration, the presentation of the research results is made 
according to the following structure: 
➢ Presentation of the comments (positive and negative) of visitors that rated the 
Hotel with “Very Good” or “Good”  
➢ Presentation of the comments (positive and negative) of visitors that rated the 
Hotel with “Neutral” 
➢ Presentation of the comments (positive and negative) of visitors that rated the 
Hotel with “Unsatisfactory ” or “Bad”  
➢ Analysis of the way the hotel responds to negative and positive reviews, of 
“how quickly the Hotel responds to reviews” as well as whether there is a 
pattern in the review process by visitors 
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4.2.1 Presentation of the comments of visitors that rated the Hotel with 
“Very Good” or “Good”  
The positive reviews of Afroditi Venus Beach hotel and Spa represent, as already 
mentioned, the majority of comments. In fact, 714 out of 954 reviews belong to these 
categories. Below, a table follows that presents the comments of visitors (positive and 
negative) referring to the five categories that Duan et al. (2016) proposed.  
Category Element Positive 
rating 
Negative 
rating 
TANGIBLES BREAKFAST 350 120 
CLEANLINESS 590 0 
DÉCOR 120 98 
POOL 280 0 
ROOM 450 125 
FOOD 362 112 
BED 255 80 
VIEW 421 42 
LOCATION  592 4 
WIFI 210 45 
NO REFRIGERATOR 0 65 
FREE UMBRELLAS AND CHAISE LONG ON 
THE BEACH 
202 5 
EASY ACESS TO MEANS OF TRANSPORT 168 12 
LOUD MUSIC EARLY IN THE MORNING 0 55 
BATHROOM 82 125 
NO MINIBAR 0 155 
NO ELEVATOR 0 58 
AIR CONDITION 124 42 
TOWELS EVERY DAY 412 0 
RELIABILITY RESTAURANT 524 48 
PARKING 185 0 
HOUSEKEEPING 405 0 
RESPONSIVENE
SS 
SERVICE 560 22 
REQUESTS 238 14 
FRONT DESK 165 32 
MANAGEMENT 86 14 
ASSURANCE  0 0 
EMPATHY FRIENDLY 412 4 
SMILE 188 6 
Table 4-2: Presentation of the comments of visitors that rated the Hotel with “Very Good” or 
“Good” by category 
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Figure 4-3: Presentation of the comments of visitors that rated the Hotel with “Very Good” or 
“Good” by category 
 
As far as positive reviews about “Tangibles” are concerned, visitors seem to attach 
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is located in a beautiful beach, at the center of Kamari and is also near to all means of 
transport, something that facilitates visitors to enjoy the rest of the island. Thus, 
“location” is important and it is mentioned by almost all reviewers. Then, cleanliness 
must be an advantage for the Hotel, since it is also mentioned, usually with 
enthusiasm, by 590 visitors. Also, 412 visitors mention the fact that towels were 
changed every day and there were pool towels available for everyone. Furthermore, 
the view is mentioned by 421 visitors as a positive element. When saying “view”, 
visitors refer to the view they have by their rooms. In addition, food – and especially 
breakfast – received positive reviews, which refer to the variety and the quality of 
breakfast and dinner. Pool amenities and bed quality were also important for visitors 
and were rated positively in most cases. Last, a service that was really welcomed by 
visitors was the availability of free umbrellas and chaise long on the beach.  
As far as negative ratings in positive reviews about “Tangibles” are concerned, they 
refer mostly to the absence of mini bar (155 reviews), problems with the bathroom 
(small bathroom, bad smell, and no hot water), the room (small room) and the food 
(both breakfast and dinner). Furthermore, some visitors comment negatively on the 
decoration and the need for renovation, as well as the fact that beds were not 
comfortable and they usually were two twin beds instead of one double. There were 
also complaints on loud music, noise at night, WiFi connectivity, absence of elevator 
and problems with the Air Conditioning. Nevertheless, the above mentioned problems 
were of minimum importance for the present group of reviewers, since they all rated 
the overall Hotel Tangibles as “Very Good” or “Good”. 
As for Reliability, positive remarks were made mostly for the restaurant (524 
comments) and housekeeping (405). Also, the parking facilities were rated positively 
by 185 reviewers. Visitors stated that they were satisfied by the fact that they could 
rely on the Hotel’s restaurants for quality food. Also, they were really surprised by 
general housekeeping and, last, the fact that there was a parking made them feel safe 
and less worried.  
Responsiveness is the next category of Duan et al. (2016) classification of comments. 
The elements that visitors mention in their reviews on responsiveness are the 
following: Service, Requests, Front Desk and Management. Quality and prompt 
service seems to be the most important element for visitors and 560 of them rated it 
positively (with 22 reviewers expressing some negative views). Then, 238 visitors had 
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their requests – mainly concerning room change) fulfilled. Front Desk service and 
responsiveness was also appreciated by 165 reviewers and, last, the Hotel 
management seems to have gained the appreciation of 86 visitors who make special 
reference to it in their reviews.  
No comments on assurance issues are mentioned by visitors that rated the Hotel with 
“Very Good” or “Good”. 
Last, the elements of empathy, which refers to the Hotel’s attitude towards visitors, 
are “Friendly” and “Smile”. It is indicative that 412 visitors characterize the staff 
friendly and 188 visitors consider “smile” a positive attitude of the personnel.  
 
4.2.2 Presentation of the comments of visitors that rated the Hotel with 
“Neutral”  
Category 
Element Positive 
rating 
Negative 
rating 
TANGIBLES CLEANLINESS 94 0 
LOCATION 124 0 
BREAKFAST 14 32 
POOL 34 52 
LOUD MUSIC 0 62 
FOOD 32 54 
ROOM 12 84 
BATHROOM 4 42 
SPA 0 12 
BALCONY 6 32 
VIEW 44 63 
BED 0 18 
DECOR 6 26 
AIR CONDITION 2 16 
FITNESS ROOM 0 12 
WiFi 4 14 
TV 4 8 
RELIABILITY BOOKING (DIFFERENT ROOM) 0 32 
BUS SERVICE 16 0 
RESPONSIVENESS MANAGEMENT RUDE TO STAFF 0 6 
RESPONSE 14 38 
FRONT DESK 24 12 
REQUESTS (ROOM CHANGE) 4 58 
ASSURANCE CUSTOMER SERVICE 2 54 
SAFE 14 0 
EMPATHY FRIENDLY 96 2 
EXPLANATION 12 38 
APATHETIC 0 12 
Table 4-3: Presentation of the comments of visitors that rated the Hotel with “Neutral” by category 
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Figure 4-4: Presentation of the comments of visitors that rated the Hotel with “Neutral” by category 
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As far as “Neutral” reviews about “Tangibles” are concerned, Cleanliness and 
Location gather, once again, the majority of positive comments. In fact, 124 out of 
157 reviewers make positive remarks and state the importance of the Hotel’s location. 
They argue that location of the accommodation is very critical when on vacation and 
they feel very satisfied by the fact that Afroditi Venus Beach Hotel and Spa is located 
in the middle of Kamari Beach, but also near the bus station. 94 reviewers felt 
satisfied, and stated it, by the cleanliness of the rooms as well as the Hotel as a whole. 
The next positive remarks refer to the view (room view). Nevertheless, the view has 
also a lot of negative reviews (63 negative – 44 positive reviews). Furthermore, 
positive comments were made about the food, the breakfast and the pool amenities, 
but, once again, negative reviews were more than the positive ones.  
As for the negative reviews they concern, as already mentioned the same elements as 
the positive reviews. Nevertheless, there are some elements that mainly gather 
negative comments. First, negative comments are made for the rooms (84 negative 
comments). Visitors mainly complain about them being small. The view from the 
room is also an element that bothers visitors and they mention it as “negative” in their 
“Neutral” rating reviews. Then, there is noise, and especially loud music in the pool 
area and noise by the kitchen. It is indicative that noise was also mentioned by those 
that rated the Hotel with high scores. Furthermore the pool (small area and crowded) 
raised 52 negative comments. Problems in the bathrooms are also mentioned by 42 
visitors and food and breakfast were unsatisfactory for 54 and 32 reviewers 
respectively. Moreover, 23 visitors make negative comments on the small balconies. 
The Spa facilities were lacking quality for some visitors, while the lack of fitness 
room made 12 visitors unhappy. Last but not least, visitors had problems with WiFi 
Connection (14 comments), TV (8 comments), Air Condition (16 comments) and bed 
quality and size (18 comments).  
“Neutral” score reviews concerning Reliability, focus on two subjects. First, booking 
problems are mentioned, where 32 visitors complain of not receiving the room thay 
had originally booked. On the other hand, positive remarks are made by 16 visitors 
about the fact that the bus stop is near the Hotel. 
“Responsiveness” is the next group of elements, where both positive and negative 
reviews are listed. Specifically, Front Desk Service is mentioned by 24 visitors as 
very useful, friendly and effective, whereas 12 visitors found Front Desk employees 
38 
 
not willing or helpful. As far as response to requests in concerned, visitors’ comments 
are mainly negative, with 58 negative and 4 positive comments. In fact, response in 
general is also rated mainly negative (with 38 negative and 14 positive comments). 
Last, management attitude towards the staff and the visitors is rated negatively by 6 
visitors.  
Comments on “Assurance” refer first of all to bad Customer Service when requests 
concerning room change where made (54 negative comments). Positive remarks 
concern the existence of a safe in the room (14 positive comments). 
As far as Empathy is concerned, visitors that generally attach a “neutral” or “neutral” 
score, have positive comments for the friendly and willing staff. On the other hand, 
they express negative feeling about the way they were treated in several occasions, 
experiencing apathetic attitude by the management and the staff (12 negative 
comments) and lack of adequate explanations (38 negative comments, 12 positive 
comments). 
 
4.2.3 Presentation of the comments of visitors that rated the Hotel with 
“Unsatisfactory” or “Bad” 
Category 
Element Positive 
rating 
Negative 
rating 
TANGIBLES NOISE 0 42 
VIEW 4 38 
ROOM 4 58 
LOUD MUSIC 0 34 
BREAKFAST 12 42 
AIR CONDITION 0 14 
PARKING 0 4 
BATHROOM (SMELL) 2 34 
BED 2 27 
LOCATION 34 0 
TV 0 6 
WiFi 0 18 
REFRIGERATOR 0 4 
CLEANLINESS 24 0 
FITNESS ROOM 0 4 
BALCONY 6 46 
FOOD 4 28 
ACCOMODATION 2 10 
POOL 2 46 
DECOR 2 15 
RELIABILITY ROOM SERVICE 0 2 
BOOKING 0 16 
RESTAURANT 2 22 
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BUS SERVICE 2 0 
RESPONSIVENESS MANAGEMENT  2 12 
RESPONSE 0 6 
FRONT DESK 4 18 
REQUESTS (ROOM CHANGE) 2 18 
ASSURANCE CUSTOMER SERVICE 0 4 
EMPATHY FRIENDLY 2 16 
EXPLANATION 0 12 
APOLOGY 0 8 
RUDE 0 4 
Table 4-4: Presentation of the comments of visitors that rated the Hotel with “Unsatisfactory” or 
“Bad”  by category 
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Figure 4-5: Presentation of the comments of visitors that rated the Hotel with “Unsatisfactory” or 
“Bad”  by category 
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The last group consists of the comments that are included in the reviews that attached 
a negative score, rating the Hotel Services as “Unsatisfactory” or “Bad”. In total there 
are 83 comments, representing the 9% of the total comments. First, the comments 
concerning “Tangibles” contain negative comments on the following amenities. 58 
negative reviews refer to the rooms, and especially their size. Also, the view was a 
negative point for 38 visitors, whereas 46 visitors complained for the small balconies. 
The beds – being two twin beds instead of double, the mattresses, and the disturbing 
smell of the bathroom were also mentioned. 28 visitors complained about the food 
and 42 about the breakfast, something really interesting given the fact that the 
majority of those that made positive reviews were really keen on the breakfast. 
Furthermore, the pool is described (by 46 visitors) as having a very small area, with 
few chaise long, being always crowded and noisy. Other negative remarks concern the 
WiFi Connection (18 comments), the small parking (4 comments), the Air Condition 
(14 comments), the TV (6 comments), the lack of Fitness Room (4 comments) and the 
decoration (15 comments).  
It is worth to mention here that even those that rated the Hotel with low score and do 
not recommend it, they have only positive comments for Cleanliness and The 
Location of the Hotel, something that makes these elements really important and also, 
empowers the reviews of those belonging to the above analyzed groups. 
Negative comments concerning Reliability refer to the following. First, the quality 
and availability of the Restaurant facilities is rated negatively by 22 visitors. Then, 
booking problems are mentioned by 16 reviewers. Only two negative comments refer 
to the lack of Room Service, whereas – on the other hand – two positive comments 
are made referring the close bus station service. 
The “Assurance” dimension is not widely referred to and there are only 4 negative 
comments on Customer Service, since there were some occasions where visitors’ 
reservations were canceled without previous notice, something that – according to the 
Hotel’s answers – was due to the travel agencies, not the Hotel. 
The Last Group contains “Empathy” elements. There were 16 visitors that found the 
personnel not friendly and 4 visitors characterize it as rude. Also, 12 visitors feel they 
had not received the explanations required when they faced several booking or room 
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problems. Then, 8 visitors felt that the Hotel Management should apologize on some 
issues, something that did not happen.  
 
4.2.4 Analysis of the way the hotel responds to negative and positive reviews 
As far as responses to positive and negative reviews are concerned, the following 
comments are made, after having read and analyzed data from TripAdvisor.com.  
Positive reviews (“Very Good”, “Good”) 
First, the Hotel started answering positive reviews on July 2014 until early in 2015. 
Then the answers start again on August 2, 2016 until October 2016. From then on, up 
to today, no answers to positive reviews are made. The first response to positive 
comments was actually made on July 17, 2014 and it is the following: 
“Dear Bobkat53, 
Thank you very much for spending your holidays with Afroditi Venus Beach 
Hotel & Spa and providing such a great comment about us on Tripadvisor. 
It makes us very proud to hear that your time with us was such an enjoyable 
experience and that you appreciated our convenient location right on the 
famous black beach of Santorini, close to the shopping and restaurants of 
Kamari beach. It is great to hear that our staff was helpful, the spacious room 
was especially to your liking, and that you enjoyed your private Jacuzzi. We 
are striving to do one thing here – create memorable vacation experience for 
our dear guests, and to receive such good compliments means a lot to us. 
We definitely hope to be able to welcome you back, and take care of you 
again. Sending you our warmest regards. 
Sincerely, Afroditi Venus Hotel Team1” 
The above mentioned answer demonstrates that the management of Afroditi Hotel 
attached importance to visitors’ reviews and they considered it appropriate to answer 
personally to each one. Also, after having read the answers to the reviews that 
followed, it is indicative that, between the above mentioned periods, all positive 
reviews were answered separately.  
 
1 Available at: https://www.tripadvisor.com.gr/Hotel_Review-g658914-d253980-Reviews-or215-
Afroditi_Venus_Beach_Hotel_Spa-Kamari_Santorini_Cyclades_South_Aegean.html#REVIEWS  
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Furthermore, it is indicative that apart from thanking visitors for their comments, the 
team encourages them to write positive reviews, something that shows that Afroditi 
Venus Beach Hotel and Spa management was aware of the positive influence such 
comments have to potential customers. The following statements are included in the 
Hotel team’s answers: 
“Nothing means more to us here at Afroditi Venus Hotel than when someone spends 
their valuable time to post such wonderful things about us” 
“We would like to thank you one more time for leaving such a kind feedback” 
“Thank you very much for your recent stay and taking your precious time to share 
your positive comments about Afroditi Venus Beach Hotel & Spa” 
“Thank you again for kind words and recommending our Hotel to everyone” 
“Thank you so much for staying at Afroditi Venus Beach Hotel & Spa and offering 
your amazingly generous comments about us on TripAdvisor.” 
 
Negative reviews (“Neutral”) 
For 2017 the Hotel answered to only one negative review, on July 2017. The answer 
is specific and focuses on the problem described by the visitors. It is a polite, but not 
apologetic. The answer is presented below: 
“Hi, 
Thank you for your review. It is always helpful to know the opinion of guest in order 
to improve our service. Regarding the room we offered you to move to another room 
because we were not able to fix the problem if the room will not be empty and you 
said that it would be ok and that you would like to have more towels that you got. 
Hope to see you again in our Hotel in one of your next journeys to Santorini.2” 
Also, during 2016, only half of the reviews were answered, though in great detail. In 
addition, during 2014 and 2015 negative reviews were answered in great detail. No 
answers appear from 2013 and back (the first neutral review is dated back in 2007).  
 
 
2 Available at: https://www.tripadvisor.com.gr/Hotel_Review-g658914-d253980-Reviews-or20-
Afroditi_Venus_Beach_Hotel_Spa-Kamari_Santorini_Cyclades_South_Aegean.html#REVIEWS   
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Negative Reviews (“Unsatisfactory” or “Bad”) 
Reviews date back in 2005. The most recent answer to negative reviews is on July 10, 
2018 – and it is the only answer during that year.  For 2016, there is also only one 
answer to negative reviews. In 2015, there were answers to almost all reviews. Last, 
there is one answer for 2014. It is obvious that – even though, as demonstrated below, 
answers were detailed and to the point – they are very few compared to reviews (83). 
“Dear Dave M, 
We would like to thank you for the preference you have shown in our hotel Afroditi 
Venus Beach Hotel & Spa for your vacation. 
As you state also, you were part of a group arrival. For your convenience, our policy 
for group arrivals is to make the info presentation first and then proceed with the 
room keys of each guest. We ask of every guest to wait for one of our porters to show 
them to their rooms, as the structure of our hotel is complicated and we can assure 
you that most guests that decide to find their rooms on their own, usually get lost. 
Being the last one of your group to retrieve his key is absolutely coincidental.  
We sincerely regret that you had a disappointing experience regarding the food. We 
host many guests that return year after year to enjoy our hotel, facilities and services, 
and it troubles us when we view comments like yours.  
With regard to the breakfast, our assortment includes eggs, …Our Breakfast Buffet 
also includes fruit compote variety, sliced fresh fruits as well as a selection of 
seasonal whole fruits, since eating seasonally benefits our valued guests in many 
ways and makes their dining experience healthier and more delicious. We would 
appreciate if you could send us a message regarding the expectations you had for our 
breakfast and dinner, so we can address such concerns going forward at 
operating@afroditivenushotel.gr.  
We wish you a pleasant winter.” 
Sincerely, Afroditi Venus Hotel Team”3. 
  
 
3 Available at: https://www.tripadvisor.com.gr/Hotel_Review-g658914-d253980-Reviews-or15-
Afroditi_Venus_Beach_Hotel_Spa-Kamari_Santorini_Cyclades_South_Aegean.html#REVIEWS  
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4.2.5 General comments 
Below, general comments are made, after having read all the reviews and relative 
answers. The first and most important comment is that positive reviews are much 
more that the negative ones. This is indicative of the fact that visitors are pleased by 
the services offered from the hotel and wish to recommend it to others. Also, the fact 
that there are about 900 reviews shows that people are willing to spend some time on 
writing their experience and commenting on the different services they received. 
It seems that the Hotel Management takes comments under consideration. In fact, 
there were some negative reviews about decoration and need for renovation, and some 
years later the Hotel was renovated. Also, there were some comments on the lack of 
mini-bar and refrigerator as well as the absence of bottled water (since water in the 
Island of Santorin is not potable). At present, all rooms have refrigerators and a free 
bottle of water is offered to all visitors upon arrival.  
Reviews help the management team realize the elements that visitors consider 
important – or not so important. For example, it is obvious that visitors of Afroditi 
Venus Beach Hotel and Spa consider location, cleanliness and friendly personnel the 
most important factors that contribute to quality and enjoyable vacation. 
A lot of visitors mention in their reviews that they consult others’ reviews in order to 
decide on the hotel they will choose for their vacation. Also, a lot of reviewers state 
that they attach importance to both positive and negative reviews, but negative 
reviews are those that worry them. 
As for answer to both positive and negative comments, the following can be stated: 
- Answers are not provided on a constant basis. The Hotel management started 
answering comments on 2014 and kept answering until 2018, with long 
periods where no answers were provided.  
- Answers to negative comments were very detailed and gave precise and 
targeted answers to all reviews. 
- When negative comments referred to serious issues, like booking 
confirmations and / or cancellations, the Manager provided the answers, in a 
format but also severe manner, wishing to clarify the Hotel’s position on each 
matter. Also, when the answer comes from the Manager, it is more likely that 
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visitors will demonstrate positive attitude, something necessary in order to 
change their negative feelings. 
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5. Conclusions – recommendations 
The present dissertation aimed at describing the role of Social Media in the tourism 
Sector and to examine the impact of Social Media when they are used as 
communication tools by the management of a hotel and whether they truly have the 
power to change the way visitors choose, think and behave. In order to answer the 
research questions that were developed for this reason, a Case Study strategy was 
followed. Visitors’ reviews on TripAdvisor, concerning a specific Hotel, Afroditi 
Venus Beach Hotel and Spa were read. Then, they were classified and analyzed using 
the Duan et al. (2016) classification of comments in five different categories, which 
are all related to service quality. These categories are Tangibles, Reliability, 
Responsiveness, Assurance and Empathy. After the classification of the collected 
data, an analysis was realized in order to explore / analyze different aspects of the 
subject and answer the research questions. Specifically, reviews are used to reveal: 
- Whether Social Media are important in decision – making when it comes to 
hotels. 
 In fact, results show that reviews are important, since they are used in 
visitors’ selection process concerning the Hotel they will choose for their 
vacation.  
- How can Social Media help a company understand customer behavior? 
Reviews on Social Media can help managers understand customer behavior in 
many ways. First, they can understand the elements at which visitors attach 
more importance or the way they think on several services or behaviors. Then, 
they can reveal attitudes of visitors towards the Hotel Services. For instance, 
most visitors stated that they were very pleased by the friendly personnel 
behavior. This is indicative of the fact that customers are pleased and become 
more loyal to a hotel unit when the personnel are friendly.  
- How can managers use Social Media in their interest? 
Managers can use Social Media in their interest by updating information and 
also by advertising their businesses through them. As far as reviews are 
concerned, managers can use positive reviews, by presenting them in several 
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promotional activities. Also, they can use negative comments in a constructive 
way. In the present research case, it is obvious that Afroditi Venus Beach 
Hotel and Spa offers some services that were mentioned in visitors’ reviews, 
mainly as negative comments. Such services are free water and refrigerators in 
the rooms. 
The analysis was also used to find out whether there are any patterns in the review 
process from the visitor’s side, how quickly does the hotel answer the reviews, how 
do they respond in positive and negative reviews and if there is any difference in their 
responses. Results showed that there are no patterns in the way visitors develop their 
review process. They all seem to state the positive and negative comments as they feel 
like, in a spontaneous way. As far as how quickly the hotel answers to comments is 
concerned, it seems that the answers, when available, are given within some days. 
Last, the hotel responses differ, depending on the comment. Positive comments are 
answered in a polite way, with “thank you” letters and by asking visitors to continue 
Commenting on Social Media about the Hotel. The negative comments are answered 
in a detailed way, one by one and the Hotel Management point of view is presented. 
Also, there are no apologies, only justifications.   
Suggestions 
It is suggested that the management team of Afroditi Venus Beach Hotel and Spa 
answers visitors’ comments on a regular basis, since it is very important for 
consumers to know that their comments – positive or negative – are read and are 
taken under consideration by the Hotel management team. Also, it is advised for the 
Hotel to create Social Media Groups where visitors – existing and potential – will 
have the chance to exchange their opinions and comments. Social Media play a very 
important role in people’s lives and continuous interaction is a key element that 
strengthens Hotels’ brand name and develops visitors’ loyalty. 
Recommendations for further research 
Research limitations refer to several issues, which were also mentioned in the 
methodology section. Taking these limitations under consideration (the author uses 
data only for one Hotel, the author uses only one source for gathering data and the 
method used to analyze data is mainly descriptive) it is recommended that further 
research is realized using different tools, like the survey, in order to better understand 
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Social Media contribution in the tourism sector, for both visitors and managers. 
Nevertheless, the importance of the present study lays in the fact that it reveals the 
way visitors comment on hotels’ services as well as the way these comments are used 
by the hotels’ management. 
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